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This paper shall demonstrate that at the turn of the 19th century, the advertising strategies 
used in children's advertisements published in The Youth’s Companion reflected the rise of 
childhood consumerism and formation of the ideology of childhood innocence. The years 1890 
to 1910 were characterized as years of reform and the period is most often recognized for its role 
in the rise of consumerism in part due to the industrial revolution. The industrial revolution 
worked as a catalyst to force children into a new role in society. The mass availability of 
disposable income led to a decrease in the need for child labor, making it easy and sensible for 
compulsory education to be enforced. A decrease in a demand for labor led to children obtaining 
more leisure time which parents felt the need to fill with varying forms of entertainment. The 
children's entertainment industry rapidly grew, creating intense competition among advertisers. 
By viewing these individual advertisements across a time period, trends featuring the target 
audience can be tracked with ease. By focusing on the increased sentiment of reading and 
expansion in new products presented to children, the advertisements reflect the formation of 
childhood innocence and the role of the child consumer. Altering the view not only of the 
definition of a child but the role of the child as a consumer, the advertisements in The Youth’s 
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Most Americans recall perusing catalogs, looking in department store windows and 
fantasizing about their latest “want” when they were a child. If you ask them to think hard 
enough about it, they may start to remember why they wanted it or what the advertisement 
looked like. Children’s advertising has taken the modern world by storm. Today one cannot 
ignore the loud brightly colored advertisements that flood the screens of televisions and the 
pages of magazines year round. Yet these marketing ploys have existed for far longer than we 
would like to imagine and tell us more information about the period they were published than 
what we perceive at face value. 
Taking place in a new transnational era for advertising, this research will focus on the 
dates 1890 to 1910 as these prove influential to gaining perspective on childhood innocence and 
consumerism. Most Americans remember this era for Theodore Roosevelt, Plessy vs. Ferguson, 
and the end to the Spanish American War, yet these years also expanded the role of 
advertisements in everyday life. U.S. advertising agencies emerged in the 1870’s and, with the 
arrival of new technology, color advertisements and imagery appearing in the 1890’s. These 
turn-of-the-century advertisements, as written by historian Peter Stearn, often dwelled upon 
“emotional” appeal and “value-laden phrases” as opposed to the reasoned appeals and simple 
descriptions.1 Products aimed at children also rose at this time with the popularity of the teddy 
bear and Theodore Roosevelt.  Though the Great War and the 1920s would lead to maturity of 
U.S. advertising, this transitional period between 1890-1910 provides the historical context for 
both changes in advertising and changing definitions of children. 
 




The author wishes to clarify the terminology of childhood innocence in regards to the 
definition of the word “child”. It is important to note that the modern boundaries that define 
childhood are generally considered as birth to 18 years old.2 Childhood may be further divided 
into a multitude of categories such as infancy, youth, and adolescence. During the examined 
period, the umbrella term childhood was often used to only examine a portion of what is 
considered it nowadays. Each stage of childhood was regarded by its individual term. While an 
individual of the examined era may not recognize an adolescent boy as a child, for the focus of 
this research he would be considered one. 
 It is important to note that the idea of childhood innocence emerged during this time but, 
due to the ambiguity surrounding the definition of the phrase “child”, was not fully recognized in 
its time. During this period of history, a child was defined to a more infantile definition of a 
person, typically ranging less than ten years old with those over entering the period of 
adolescence. As we see in many of the issues, a children’s page is present yet we also see 
advertisements featuring an adolescent boy who would be, in the twenty-first century sense of 
the word, a child. The inclusion of both these elements may act in direct opposition to each other 
but, by modern standards, both are recognized as children and therefore shows the beginnings of 
the creation of a new era of children. The formation of childhood innocence appeared during this 
time but was not recognized as it is today.  
During the nineteenth century, visions of the rural child working on the farm switched to 
that of the urban, educated child. At the beginning of the century, the role of the child is mostly 
seen in rural areas, working in agricultural jobs being too far away from schools to gain an 
education. The switch from urban to rural life caused by the industrial revolution brought about 
 




much of the change in children. Disposable income and labor laws forced children out of the 
workforce. Yet the perception that children would turn to organized crime especially in an urban 
environment with a dense population struck fear into adults' hearts. While adults still wanted 
children to be busy, the perception of work changed the role of children in society. The change in 
work led to the push for education and compulsory education laws. The change from rural to 
urban jobs with the industrial revolution led new roles for children across the century. 
Due to the absence of more middle class and working class children in the workplace and 
the addition of the safe spaces in other public areas, children's advertisements arose in 
conjunction with the increase in free time and skills children garnered. Children's advertisements 
played on the need for children to have entertainment and on their new found ability to read. 
These new children's advertisements, that often displayed and advertised new methods of 
entertainment, could be found in family entertainment magazines such as The Youth’s 
Companion. The need for entertainment led to a rise in children's advertisements, showcasing the 
emergence of childhood innocence and consumerism. 
Children's advertisements led to the creation of the ideology of childhood innocence. As 
the role of children shifted from that of a small adult to an individual in its own unique category, 
different attributes soon became associated with it. The push for children to remain out of the 
workforce demonstrated the perceived innocence of the youngest generation. Yet this failed to 
diminish the consumer power that a child held in the newly industrialized market. 
The rise of childhood consumerism is also a part of the grand historical narrative. The 
highly popular and debated topic of child’s advertisements originated post industrial revolution. 
As a rise in belief in childhood innocence was created, a demand in entertainment formed as 
children were removed from the workforce. Advertisements soon catered to all audiences, with 
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its newest being children. A variety of products soon arose to meet the demands of the new 
changing market with a new audience to market to. These advertisements reflected many of the 
social changes that occurred during this twenty year period. 
These advertisements often tried to appeal to the normative child in order to appeal to he 
largest crowd of potential child. The author would like to note the definition of the normative 
child that will be analyzed throughout this work. The description of the normative child viewed 
is that of a white, able bodied American citizen. The trends viewed were most relevant to the 
families of upper middle class families but may be applicable to a portion of the working class as 
well. The age range of the child is a dynamic element of the period and will be further discussed 
in the paper. This definition of a normative child was created through an analysis of the 
magazine. People of color are seen in very few advertisements and the majority of the 
advertisements showcase an outline of an individual, creating a perception of lack of color, hence 
white. In many advertisements, children are depicted running or there are products in order to 
enhance the physical appearance of a child, inadvertently demonstrating the exclusion of the 
physically disabled. In the era of Ellis Island, nationalism and patriotism were thrust heavily onto 
the role of children as seen throughout the magazine with pages filled with glorified imagery of 
American wars and generals. While an immigrant child possessing the other mentioned qualities 
could be considered a part of the definition of a normative child, it would require the child to 
have a strong sense of nationalism to a country of which they are a migrant to. In regards to 
class, the advertisements marketed towards those who had disposable income which consisted of 
mostly middle class families yet some working class families enjoyed the luxury as well. 
Advertisements are not explicitly directed to either boys or girls but more generally children or 
family. The wording does appear to read “boy” more often than “girl” but many of the products 
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advertised could be considered gender neutral such as books.  All of these elements combine in 
order to define the normative child as a white, able bodied, American citizen who is a member of 
either the middle or working class. 
This paper shall demonstrate that at the turn of the nineteenth century, the advertising 
strategies used in children's advertisements published in The Youth’s Companion reflected the 
rise of childhood consumerism and formation of the ideology of childhood innocence. It will 
begin with a review of the historiography of the topic, showcasing general studies in both fields 
and how recently the topic of children's advertisements has appeared in the historical narrative. 
Next, an overview of the historical context in which these events occurred will be presented, 
demonstrating the lasting effects of the industrial revolution on the way of life socially and 
economically. Following will be an individual analysis of an issue of The Youth's Companion 
and what elements of each resonate with the topic. The research will conclude with in-depth 
analysis of the trends found throughout the twenty-year period in the magazines. By closely 
examining a narrow frame of not only time but works, the use of childrens material throughout a 
single magazine can demonstrate the formation of the ideology of childhood innocence and 
present the foundation of children as consumers. 
 
Historiography 
 The study of children's advertisements can be broken down into a multitude of different 
studies, each serving its own importance and showcasing a variety of scholarship written on each 
while simultaneously creating overlapping topics and new studies of research . Two general 
topics may be acknowledged by the reader as the main themes of the presented research. The 
history of advertising is originally seen as the first topic of interest as the title presents the reader 
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with the primary focus of the piece. The advertisements viewed will have an audience of the 
second topic: children.  While the focus of the research is on specifically children's 
advertisements, the field has fewer historical studies done on it than the individual topics of 
advertisements and children. This being said, children's advertisements still have an impactful 
array of scholarship completed on them. The element of The Youth’s Companion adds to the 
specificity of the research. Viewing the history of the magazine showcases a gap in the narrative 
the present research fills. By showcasing the scholarship already completed by historians, this 
research adds an important new piece to the narrative and adds to each individual topic 
historiography. 
 The history of advertisements has become an important study to the realm of history. It is 
first important to note that advertising as defined in the present time arose during the late 1800’s 
post industrialization age. But this is not to say advertisements did not exist prior to this boom in 
production. The study of advertisements as historical pieces has been a practice of business 
owners engaged in competition for hundreds of years. Advertisements can be dated by historians 
as far back to ancient times such as the impressions of fishing merchants on vases in Pompeii.3 
Advertisements historically have been utilized for two main purposes: to persuade their audience 
to purchase a product or to be utilized as political propaganda. But the popularization of 
advertisements in the present sense came about following the Industrial Revolution.  
The study of advertisements arose quickly as producers wanted to rapidly increase the 
rate at which they sold products and began to study how they could successfully market their 
product to the largest available audience. The first Journal of Market Research came out in 1964, 
showcasing the demand for research into appealing to the consumer and the volume at which it 
 
3Robert I. Curtis, “The Salted Fish Industry of Pompeii” Archaeology 37 no. 6 (November/December 1984) :58 
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was produced at.4 But the ever-expanding field of advertisements forced the publication of the 
first Journal of Advertising in 1972.5 Despite the recent release of the journal, the study of how 
to market and advertise to individuals existed long before the first publication.  
 While there is a shift in the study of advertisements to one of historical analysis, it is 
difficult to determine when this change occurred due to the nature of the study. Advertisers study 
advertisements most often in order to determine what elements of them were successful. This 
study requires a view of past elements and the effect taken place on the audience after the 
advertisement ran. This process utilizes the past in order to adjust and create change for future 
endeavors. Yet not all studies of advertisements can be considered studies of history. Quite often 
advertisements were viewed very recently after their release, looking at the statistics and data in 
real time. While it is an event of the past, the event is too current to be viewed as historic. This 
shows the ease at which the study of advertisements could be converted to a historical analysis 
versus the study of the advertisers. With a simple extension of the time period viewed, the 
analysis switches from current work to that of a historical study. 
 More recent studies showcase the expanding role of consumerism at the turn of the 
century by showcasing the growing role of children as consumers and the necessity for 
connection and competition between businesses. Lisa Jacobson’s Raising Consumers focuses on 
the role children played during an age of rapidly increasing consumerism. She showcases the 
influence that children’s advertisement had on society as a whole, demonstrating the range of 
industries and products children’s money affected.6 Pamela Walker Laird shares a similar view 
on consumerism as a whole, in that the growing space between individuals forced advertisements 
 
4 “Journal of Market Research,” Sage Journals, accessed May 4, 2021  
5 “Journal of Advertising,” Taylor and Francis Online, accessed on May 4, 2021. 
6 Lisa Jacobson Raising Consumers: Children and the American Mass Market in the Early Twentieth Century, (New 
York, Columbia University Press, 2004) 
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to popularize at this time. In her work, Advertising Progress: American Business and the Rise of 
Consumer Marketing, Laird explains how the only way for businesses to succeed in a growing 
world was the print advertisement.7 Both scholars’ books focus on the same time range and how 
consumerism and advertisements began to look more like present day advertisements. 
The history of childhood has only recently been seen as a useful lens for historical 
analysis. The study of children and childhood did not become relevant until children as 
individuals were deemed important and were seen as a group in society capable of having a 
unique and different life experience than adults. Children became more relevant in society and 
therefore an increase in interest and demand led to more scholarship. The study of children 
generally has been one covered by many before in a variety of fields. One of the most notable 
studies is that of Sigmund Freud’s pyschosexual stages, demonstrating a desire to understand 
children better stemming as early as the beginning of the twentieth century.  
One of the first major publications on children’s history was The History of Childhood by 
Floyd DeMause in 1973. DeMause was one of the first to recognize the development in the role 
of the child that had taken place over the past century.8 It is not until twenty years later that the 
first publication of a journal dedicated to children's study is released. In 1993, Childhood: A 
Journal of Global Child Research was released, finally anchoring the study into a less ephemeral 
state.9 More journals soon arose but the field of children's history appears to still be in its first 
stages of development. The beginnings of the twenty first century brought about more 
scholarship surrounding children with specifics arising such as war. More recent scholarship 
 
7 Pamela Walker Laird, Advertising Progress: American Business and the Rise of Consumer Marketing, 
(Baltimore, John Hopkins University, 1998) Project MUSE 
8 Carl Pletsch, Untitled, review of The History of Childhood, by Floyd DeMause, The Journal of Modern History. 47 
no. 2 Jun., 1975. 336 
9 “Childhood,” Sage Journals, accessed May 4, 2021. 
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looks back on the role of children in World War 2 Germany and Nazi occupied Poland such as 
Nicholas Stargardts’ Witnesses of War.10 Children's scholarship has not only grown in amount 
but in range of the pieces. Kimberly Reynolds Girls Only? offers a new outlook on the role of 
gender and the work of children's fiction in Britain from 1880 to 1910.11 Focusing more on the 
timeline chosen for this research, her work develops into the relationship between gender roles 
and literature at the time, showing not only the growing fondness of reading in children, but the 
impact that remained with them afterwards. The increase in work on children shows the growth 
and potential of the field. 
It is important to note the close proximity in time in which both the first major work of 
children's history is produced and the first publication of the Journal of Advertising is released. 
Children's advertisements reached public eye importance with the invention of the television. 
The era of television brought on an increased interest in children's advertisements as the 
television created the largest audience ever available. It lured in audiences of all ages, creating a 
unique, new opportunity for advertisers. Following the boom of television advertisements, many 
began research on the effects of these new advertisements, creating a surge in works on 
children's advertisements in the 1960’s, 70’s and 80’s. While works focused on the relationship 
between children and television are important for crafting the historical narrative, many of these 
works more accurately fall into the world of psychology or sociology due to the proximity in 
which these studies occurred yet it does showcase a strong correlation between the topics of 
children and advertisements.12 But this does not negate the fact that the study of children’s 
 
10 Sarah Maza, “The Kids Aren’t All Right: Historians and the Problem of Childhood,” American Historical Review 
125, no. 4 (October 2020) 1265 
11 Kimberly Reynolds, Girls Only? Gender and Popular Children’s Fiction in Britain, 1880-1910 (Temple 
University Press: Philadelphia, 1990). 




advertisements is a much newer, less researched area in comparison to both children and 
advertising in the field of history. As the examined period is one that comes before the television, 
less research is completed on this area. The presented research helps to fill this gap, making it 
not only unique in the historical narrative but a much needed piece in shaping the historiography 
of children's advertisements. 
Despite the long history of The Youth’s Companion, very few academic studies have been 
completed on the family magazine. The Youth’s Companion was one of the most important and 
most popular magazines of the era yet little research has been done on the work as a whole. 
Search results of academic journals and databases typically yield a single advertisement from the 
magazine or a bibliography entry for an author. Rarely, completed research focuses on the 
magazine holistically, instead using a single advertisement or story to base research upon. Only 
recently scholars have turned their attention to The Youth’s Companion, with the majority 
research coming from the last forty years. The lack of scholarship highlights the necessity for 
more research needed on the work. 
In 1987, historian David Reed examined advertisements throughout the Youth’s 
Companion in his study “Growing Up: The Evolution of Advertising in The Youth’s Companion 
during the second half of the 19th Century.” Reed’s work helps to reaffirm the trend in the 
increased sentiment of consumerism during the defined time period. His research demonstrates a 
clear increase in the number of advertisements placed in the paper over the half century by 
observing the change in layout to accompany more advertisement space.13 The author also notes 
the change in variety of these products, as the magazine expanded not only its ad space but its 
 
13 David Reed, “Growing Up: The Evolution of Advertising in The Youth’s Companion during the second half of the 
19th Century.” European Journal of Marketing 21 no. 4 (April 1, 1987) 
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intended audience. While this work neglects the specificity of children’s advertisement, it does 
provide helpful insight on the development of the advertising strategies utilized in the magazine  
Another work that adds to the historiography of The Youth’s Companion is Diane 
Gruber’s “Much of their tuition: The historical matrix of youth, consumerism, and mass culture 
as illustrated in the pages of the Youth's Companion, 1827–1929.”  In her dissertation, Gruber 
explains the role of the advertisements used throughout the magazine and how they have a direct 
relationship with the role of childhood consumerism during this period.14 She defends the 
magazine as one of the most influential of its period for its broad audience and for the value of 
its entertainment. Her research demonstrates the argument that childhood consumerism 
developed over the time the magazine ran and showcases this change specifically at the turn of 
the century. Gruber's work shows the ongoing trend of the expansion of consumer culture post 
industrialization, adding another important part to the historical narrative of The Youth’s 
Companion. 
The scholarship of Reed and Gruber suggest broad changes across the run of the 
magazine but lack a specificity in date range and topic size. Both pieces provide great insight to 
an overarching trend but provide little specificity to any range of dates, creating a need for more 
narrow research. The research presented here narrows the subject to a much needed shortened 
time frame. Continued research can help better frame the phenomenon that occurred over the 
lengthy run of the magazine and help demonstrate more of the changes across the range of 
history. 
 
14 Diane Gruber, “Much of their tuition: The historical matrix of youth, consumerism, and mass culture as illustrated 




While children’s advertisements are a highly contested part of modern society, a lack of 
scholarship with specificity showcases the need for this era to be studied. While print 
advertisements have attracted the historian, it can be difficult to present to the public as few 
museums keep permanent collections of the ephemeral items like the advertisement.15 While this 
is not to say that the scholarship does not exist, it does showcase the push towards technology 
and what the public deems more interesting. The magazine advertisements published prior to the 
technology of radio and television have been found to be rarely analyzed in the entirety of the 
magazine, making the specificity of new research a necessary component in the historical 
narrative. This work will be added to a limited set of resources exploring children's 
advertisements in The Youth’s Companion. The narrow range of this topic makes this work 




None of the factors influencing the Youth’s Companion would have been prevalent 
without the influence of the industrial revolution. The industrial revolution created lasting 
changes that affected the lives of the majority of people of the studied era. The most notable 
change was in the modification of the job market leading to the replacement of individualized 
farmwork by mechanized labor. Characterized by the creation of new inventions, 
industrialization made farming an easier task and gave way to higher yields on many occasions. 
It soon became that less workers were needed to create more successful harvests. The need for 
jobs soon was not in agricultural fields but in the bustling city center. 
 
15 “Emergence of Advertising in America,” Duke Universities Libraries, accessed May 4, 2021. 
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 A new employer soon became popularized: the factory. As agricultural work was 
mechanized, rural workers needed new employment. Gradually, many were forced to move to 
urban areas in order to make a living where the most prosperous jobs were found in factories. 
Factories introduced a completely new way of life to those previously engaged in agriculture. 
The type of work distinguished itself from the stand of agricultural work. The rapid rate of 
production and constant changes in materials in order to fit the public's demands characterized 
factories as a dynamic place of work.16 Not only were factories an ever changing vehicle of 
production but they helped to symbolize the “American dream”. The new work in factories 
provided a new opportunity for many as it allowed them to express their freedom of choice and 
provided them with a new way of payment.17 Factories provided hourly waged labor to a group 
of individuals who were accustomed to a distinct form of economics. For the first time for many, 
a better quality of life introduced a new concept:  disposable income.18 
 The emergence of disposable income to the working class heavily influenced society 
most notably seen in the rise in consumerism. The work in factories had one main benefit in that 
in one's free time, one was able to spend his or her money on what he or she desired, giving a 
sense of fair labor in an exploitative system.19 A new era in economics had been entered, one 
where the working class was the largest audience of consumers. The members of the working 
class now had the ability to spend their money on luxuries not simply necessities. Factories 
became not only important for providing jobs but became responsible for creating mass amounts 
of products to be available to feed the desires of the public. It became a vicious cycle of supply 
 
16 Philip G. Hubert, “The Business of the Factory, Scribner's (March 1897). 
17 George W. Steevens, “The Materialistic Americans” The Land of the Dollar New York, (1897). 
18 Viviana A. Zelizer, Pricing the Priceless Child: The Changing Social Value of Children (Princeton: Princeton 
University Press, 1985. 62. 
19 Stephen D. Rosenberg, Time for Things, (Cambridge, Harvard University Press, 2021), 84. 
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and demand. As more workers were hired, the demands went up as more people could shop and 
buy. This also resulted in increased wages for as demand rose, more money was put into the 
company which could then be put back into the pockets of the buyers.20 This trend can also be 
highlighted in the increase of the surplus value, the difference between how much a product is 
sold at and how much it cost the owner to make. Employers were making more money meaning 
they could hire more workers and continue feeding the thriving capitalist system.21 The increase 
in workers led to an increase throughout all economic sectors. But as more consumers entered 
the market so did more businesses. Competition soon arose. 
 Advertising became the main method in which to appeal to uneducated consumers 
overwhelmed with choice. With the largest number of consumers than ever before, “a cutthroat 
ferocity of competition” presented itself.22 The rise led directly to the rise in the study of 
advertising. Prior to 1895, there were fewer than 10 works dedicated to the study of 
advertisement. In the following 15 years, almost 80 works would be published to show the 
alarming rate at which advertising became important.23 Advertising began to dominate the 
market as economically it was sensible. The price of advertising was often calculated when 
running the ad and then was countered by the demand the ad would create.24 Advertisements 
became prevalent in all forms of media. With new products being created every day, the ever 
expanding market gave many opportunities to advertise a product through a variety of methods. 
Advertising not only benefited the advertiser but the mediums in which it was advertised 
through. Many papers were failing to make ends meet on subscriptions alone so they turned to 
 
20 Rosenberg, Time, 84. 
21 Henry Heller, The Birth of Capitalism: 21st Century Perspective London Pluto Press,(2011) 184. 
22 Steevens, “Materialistic”. 
23 Frank G. Coolsen, “Pioneers in the Development of Advertising,” Journal of Marketing Vol. 12, No. 1 (July 
1947), 80. 




advertising to provide funding.25 Therefore magazines were made less reliant on subscriptions, 
making them cheaper and more accessible to the working class.26 Magazines soon became not 
only a valuable source of entertainment but an important way for advertisers to showcase their 
newest products. Advertising soon became developed for all audiences especially geared towards 
the youngest crowd. 
 An unintended consequence of disposable income and the changing perception of 
children in the workforce led to the preying of advertisers on children. As many working class 
parents became consumers, their children followed suit. This appearance in the market 
introduced children to consumerism and was only made capable under the circumstances of the 
time. Children became consumers due to the amount of free time they gained. During the era of 
waged labor, child labor, at time called “child slavery,” began to decline27. While some children 
did continue to work, committees were formed such as the National Child Labor Committee in 
1904 in order to regulate it.28 In the following years, activists, such as Lewis Hine, highlighted 
the terrible working conditions and the effects these had on children. Using children’s own 
words as his captions, Hines showed the reality of the factory work and toll it took on the body 
and mind of a child.29 Beliefs surrounding wealth perpetuated the negative connotations of child 
labor as if a child had to work, the family could not afford to not have their child to work. As 
more adults had the ability to enter the workforce and earn a disposable income, it meant fewer 
children had to work, making it more notable and more taboo to have children involved in work. 
 
25 H. H. Kynett, “The Modern Advertising Agency and Its Contribution to Creative Wealth Activities” The Annales  
of the American Academy of Political and Social Science, Vol.115 (Sep 1924) 183. 
26 Erik L. Olson, “How Magazine Articles Portrayed Advertising from 1900 to 1940” Journal of Advertising Vol. 24 
No. 3 (Autumn 1995) 43. 
27 NS, “Teaching With Documents: Photographs of Lewis Hine: Documentation of Child Labor” The National 
Archives, https://www.archives.gov/education/lessons/hine-photos 
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As child labor was being pushed more and more into a negative light, the idea that children were 
innocent and kept away from the woes of adulthood perpetuated society. 
 Mandatory education for children greatly changed society towards the end of the 
nineteenth century. Not only did it try to keep children out of the workplace until they were 
deemed old enough but it provided them with skills to better their work experience later on. 
While a rapid increase in education presented itself starting on the east coast, the parents of these 
children often lacked the same education. Many of the parents grew up in rural areas without 
access to education. Therefore education became more enforced as it was an opportunity that the 
next generation could take advantage of and provided useful skills that the parents could utilize. 
The first compulsory education laws came about during the 1870s after an alarm was raised with 
the number of illiterate adults that had to partake in the 1870 census. Compulsory education laws 
soon took effect in New York City in order to give the schools and households a trial run with a 
diverse population of individuals.30 Soon other states followed suit. Education was marketed as a 
way to provide all members of a society with the knowledge of the world most important.31 
Children soon became teachers to their parents and used their skills to benefit their families. The 
compulsory education laws at this time forced children into an era of mandated education. 
 The most important concept taught to children was the ability to read due to its 
importance as a life skill and form of independent entertainment. Reading became a fast growing 
phenomena. Not only was it a vital element to understanding and comprehending one's relation  
in the world, it was an enjoyable activity. Children took to reading as a form of entertainment. In 
1914, the New York Child Welfare exhibit showcased the favorite pastime of boys was 
 
30 David B. Scott, “COMPULSORY EDUCATION” National Journal of Education 8 no. 20 (November 21, 1878)  
321. 
31 Lawrence A. Crenin, American Education: The Metropolitan Experience 1876 - 1980 (New York: Harper and 
Row, Publishers, 1988), 395. 
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reading.32 Magazines were soon popularized and the pages filled with short stories for all 
members of the family. Along with writing, reading was promoted as a beneficial skill and a 
necessity for a growing child. Educators often promoted reading by offering other benefits to 
children. The best-known example of this was seen in libraries. Libraries ran contests, hosted 
events and created rooms and spaces made only for children in order to engage children in 
reading more.33 Libraries were often considered a safe spot for children and helped bring 
communities closer together during a large influx of change.  Libraries helped to occupy children 
but were also considered a great source of entertainment. 
 The role of children as consumers only grew as the institution of an allowance quickly 
arose. As children were taken out of work and lost their source of income, their demand for 
money did not hinder. While chores were to be completed as a sign of respect, parents would gift 
their kids a weekly, monthly or holiday allowance to their children if all tasks were upheld with 
good behavior. This system stopped the constant nagging for money while teaching children the 
responsibility and ethic that would have been taught in the workplace. This practice became 
policy across both middle class and working-class families as both were introduced to the 
consequences of factory work and the disposable income.34  Now the market suddenly was not 
limited to just the parents but also to the children. A group in need of entertainment with more 
free time than ever before, children held a similar buying power to their parents and advertisers 
quickly took note of the changing market. 
Along with a boom in product, a growth in advertisements for children products 
presented itself. With multiple new products surfacing everyday, the toy industry quickly became 
 
32Kathleen McDowell, “Toward a History of Children as Readers, 1890-1930” Book History  Vol. 12 (2009) 240. 
33 Kate McDowell, “Children’s Voices in Librarians Words, 1890-1930” Libraries and the Cultural Record Vol. 46 
No. 1 (2011) 76. 
34 Zelizer, Pricing the Priceless Child 109. 
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competitive. Soon advertisements for toys appeared in all aspects of daily life. We see depictions 
of these various strategies in many novels of time such as The Ladies Paradise. While set in 
France instead of the United States, the novel still portrays the ideal of children's consumerism. 
In one scene it is described that Mouret, the owner of the department store, instills a new 
advertising technique; give children a balloon with the name of the store on it as they enter the 
store. Not only will they provide an advertisement for their business as the child will leave the 
store and display the name to who all he or she passes but the child makes the connection 
between the store and the balloon and has a desire to return.35 These tactics were seen globally 
among large businesses as the realization struck them that children could be considered 
consumers. This was taken advantage of most in the realm of the toy industry. Advertisements 
were soon released for what children desired most in the ways that appeal to children the most. 
Family magazines soon began running advertisements targeted at children in the middle 
of their magazines. Not only was it beneficial to the magazine but the viewers were engaged with 
the advertisements. Under the unique set of circumstances that arose during this period was an 
era of advertising centered at children through the literature in which they read. 
One of these magazines was The Youth’s Companion. The Youth’s Companion can be 
classified as a family magazine and ran from 1827 to 1929 based out of Boston, Massachusetts. 
The magazine ended its publishing after being offered a deal to merge its largest competitor at 
the time, The American Boy. During the second world war, the publication of The American Boy 
halted due to the conflict yet never resumed, ending any future publications of what remained of 
The Youth’s Companion. Over its 102 year long run, the magazine interpreted many changes as 
social, economic and political thought shifted.  
 
35 Émile Zola, The Ladies Paradise (Oxford: Oxford World Classics, 2008) 234. 
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The magazine is most often remembered for its impact on the implementation of The 
Pledge of Allegiance in American schools. As many magazines do, the editors flooded the stories 
and images with propaganda focused on patriotism.36 Many of these messages were subdued in 
the stories, prioritizing one attribute of society over another.   Due to the magazine's popularity, 
these ideals were pushed to the forefront of the average child's mind. When the editor published 
what we now recognize as the Pledge of Allegiance, children gravitated towards it as the piece 
reiterated the ideals that children had been preached throughout previous issues. Teachers 
utilized the opportunity to promote the ideals that should be expressed in school.  Its first 
“national” implementation was on Columbus Day of 1892 where many classrooms began their 
celebration with the recitation printed in The Youth’s Companion.37 This example of persuasion 
and influence might be the most notable incident involving The Youth's Companion but was far 
from the only. 
It is my contention that The Youth’s Companion heavily influenced its audience through 
its use of advertisements. The magazine was created with the intention of being a family 
magazine until its merger with The American Boy, showing a clear narrowing of its audience. 
Hence, a variety of advertisements can be seen throughout the magazine in an attempt to reach 
its original range of audience members. Advertisements can be seen in many formats with 
multiple different items being showcased. Similar to libraries, the subscribers of The Youth’s 
Companion were subject to enticing specials in order to lure more interested customers in. 
Not only did the magazine add more advertisements to its publication but it also began to 
advertise in other magazines. For example, in 1899, an advertisement for The Youth’s 
 
36 Philip Keirle, “Youth Periodicals, Patriotism, and the Textual Mechanics of Civic Mobilization” American 
Periodicals Vol. 22 No.1 (2012) 30. 
37 Keirle, “Youth Periodicals” 30. 
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Companion ran in the New York Evangelist, stating all the new authors that would be featured in 
the last issues of the Companion for the year.38 Eleven years later in 1910, a similar 
advertisement ran in the Zion’s Herald, showcasing the large amounts of material being added to 
the magazine with no change in cost to the subscriber.39 The Youth’s Companion adapted 
advertising strategies to benefit it in multiple ways. The addition of advertisements to its own 
copies created revenue outside of simply subscribers. Yet the magazine gained subscribers by 
placing their advertisements in other publications of the time. The Youth’s Companion uses of 
advertising gained the family magazine a grand following full of many potential buyers. 
 
Methodology and Analysis 
This section will begin with a brief overview of the procedures used to select the 
individual advertisements to be analyzed. An in depth individual analysis of each chosen issue 
and advertisement will follow. Many of the advertisements will be displayed parallel to a written 
description and interpretation of the work. 
In order to best observe these changes, a narrow focus and consistent data must be in 
place. The twenty year period deemed most influential by the changes listed above will have an 
in depth analysis. For the matter of consistency, the research will analyze issues published at the 
same time each year, in this case issues published in the latter half of October. All of the issues 
viewed are the fourth issue presented in the month of October. Only one issue from each year 
will be examined therefore when a year is mentioned, it is referring to the same issue each time. 
With these matters disclosed, a comparative analysis may take place successfully between 
different year issues without losing consistency. 
 
38 “The Companion for the rest of 1899,” New York Evangelist  70 Iss. 46, Nov. 16, 1899 26. 
39 “Good News from the Youth’s Companion,” Zion’s Herald  88 Iss. 43, Oct. 26, 1910.  
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 In this study, seven issues of The Youth’s Companion will be analyzed individually, 
focusing on the advertisements that are best suited for the child audience. The use of these 
advertisements will be to show the gradual trend towards childhood innocence and consumerism 
as described in the following section of the research. Described chronologically, the research will 
present each issue of the magazine and continue to give an analysis of the chosen advertisements. 
By narrowing the analysis to a couple of advertisements per issue, the focus will not be lost and 
the reader will not get overwhelmed. 
 The methodology utilized to select the advertisements analyzed focused heavily on the 
viewpoint of a child.  The researcher scanned through each individual copy of the magazine 
searching for images that drew her attention or objects that appeared to be for play. This method 
turned up very few immediate findings. To follow the trend in the expansion of knowledge 
obtained by a child, she continued with a more thorough scan of reading and searching for 
keywords that would attract a child such as “boy”.  The elements that held key visual elements or 
had language that would appeal to children were prioritized and analyzed in this work. 
Starting at the beginning of the twenty year period, the 1890 edition shows the diversity 
of the magazine's audience. In this publication, pages strongly resembling a newspaper today 
greet the reader. Text fills the page from top to bottom, telling short stories and news articles to 
its diverse crowd. Few spaces lack text but instead advertisements are seen. Due to the nature of 
the family magazine, the advertisements are diverse and attempt to reach all audiences.  
The only direct mention of children in this issue presents itself in the form of a 
“Children’s Page” which inadvertently advertises the qualities a child should possess. On this 
page, the reader finds activities suitable for young children. The activities designed for the 
children are targeted towards a very young audience. Located at the top left underneath the title 
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appears a drawing of a young girl reading to what appears to 
be a toddler. A book lies open across both children’s laps as 
an audience of toys sits and listens quietly.  This image 
implies the assistance of an older person is necessary for the 
intended audience to understand the material.  A comic 
consumes the center of the page, telling the story of a child 
and his apples through simple words and easy to follow 
drawings.40 Stories and short games border the comic, 
focusing one's attention to the four panels in the middle. The age range of the piece is meant for 
a child with lower level education as each panel only consists of a one sentence description 
paired with a simple drawing. The story does have the ability to be interpreted solely through 
images with the same message still being relayed to its reader.  The simplicity of the comic 
highlights the lack of education or thought needed to understand it.  
The “Children's Page” helps the reader define what age was deemed a child by the 
magazine during an era of ambiguity of the definition of a child. When viewing through the lens 
of present day, we can see this age is defined as considerably younger than the early 21st century 
standards. The level of comprehension needed to understand and interpret the action on the page 
is that much younger than ten year old, assuming that one has the ability to read. The age deemed 
a child is very young and infantile, defining a child as closer to a potential five year old than the 
broad age range we see today. 
 
40 “Children’s Page,” The Youth’s Companion, 63 no. 43. October 23, 1890. 547. 
Figure 1 “[Children’s Page Header of 
1890]” The Youth’s Companion 63, no. 








 The 1892 edition showcases more inclusivity to 
children by featuring more advertisements for children's 
entertainment than previously seen. Early in the issue, a 
small advertisement can be seen in the top right, 
depicting a young girl being handed a book by what the 
viewer presumes is an adult. Listed beneath the image are 
book recommendations for children.41 The presence of 
this type of advertising helps to showcase the beginning 
of the new age of childhood innocence. The 
advertisement promotes reading which can only be 
stimulated through education. This advertisement subtly 
implies the idea that children should be reading and be 
kept out of the workplace. It also depicts children as 
consumers, showcasing a variety of books for children to 
select from. The option of choice demonstrates the 
ideal that children could choose and desire forms of 
entertainment. The advertisement not only advertises 
the ideal of reading and the implementation of 
compulsory education but also highlights the new role of children in the market. 
 Another advertisement also reiterates this practice of reading as a dominant trait in 
society by presenting more works available to children. Seen pages before the book 
recommendation advertisement, a full page advertisement showcases a variety of books that 
 
41 “Advertisement 57,” The Youth’s Companion, 65, no. 43. October 27, 1892. 575. 
Figure 2 “[Children's Reading 
Recommendations]” The Youth’s 








address multiple historical topics. The page highlights many different books but the two most 
intriguing provide a detailed history of the United States. Lining the top of the page, an 
advertisement for an illustrated work greets the reader. Centered on the page an image of a book 
surrounded by historical figures appears, luring the reader in with the patriotic imagery. Two 
rows below, the reader can read the title of another work “Young Folks’ History of America.”42 
Both of these works 
include clear ways to 
advertise more directly to 
children. The use of 
illustrations demonstrates 
a method of encapsulating 
a younger audience with 
perhaps a shorter attention 
span. The placement of a 
youth’s book on the same 
page highlights the desire 
of the publisher to push 
from the public for 
children to read. The 
variety of works also 
demonstrates the 
expansion of children's entertainment. The placement of these two works in the middle of the 
 
42 “Advertisement 15,” The Youth’s Companion, 65, no. 43. October 27, 1892. 539. 
Figure 3 “[Patriotism Advertised through Books]” The Youth’s Companion 65, 





page does make the reader view the other pieces even if the other pieces were not intended for 
children. The placement demonstrates the ambiguity of the audience that often presented itself at 
this time and shows the changing role of children as consumers. More products were being 
created that continued to appeal to children that were affordable to many working class families, 
many only costing a few cents more than a subscription to the magazine.  The full page of 
advertisements showcases books for a higher intellectual audience while still appealing and 
inspiring a new generation of readers. 
 While the advertisements reinforced the ideal that children should be kept out of the 
workforce, many forms of entertainment such as toys imitated the actions of adults while 
benefiting off the naiveté of children. In this issue, the viewer begins to see more full page 
advertisements for children's toys. The most striking page is titled “Carving Set, and Other Tools 
equipment”. These products have the ability to appeal to a wide audience but specifically target 
children by the placement of a child in the first ad. Clearly placed at the top of the page lies an 
advertisement that depicts a boy imitating the action of an adult. On this page subscribers are 
greeted with a collage of different carving sets.43  




43“Advertisement 39,”  The Youth’s Companion, 65, no. 43. October 27, 1892. 563. 
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These advertisements created the idea that children may imitate the work 
of adults yet may not be in the workforce alongside adults. These 
advertisements also utilize a marketing strategy that would be appealing 
to younger audiences. The advertisement uses the term “new subscribers'' 
in that the price of the object is only given in relative terms. Using the 
price of a subscription to add perspective to the price then adding x 
amount makes the amount cheaper. A subscription can be viewed as 
something a family can afford, which makes it easier to sell. Through the 
use of simple advertising strategy and the imitation of adult work, The 
Youth’s Companion began to develop its methodology in which to 
maximize profits from the new children consumers. 
 While the 1895 issue contains fewer advertisements, the 
advertisements still provide important information about the changing 
role of children through their role as consumers. In this issue, the reader 
sees more collages of advertisements. Pages are filled half with writing, 
half with advertisements, showing the increasing popularity of 
advertisements. Situated between multiple advertisements for adult 
products is the bold font of a boy’s shoes advertisement. Located 
conveniently next to it is an advertisement for Parker’s Brothers games, 
highlighting the newest game “Waterloo.”44 Depicted as a family game, the game advertisement 
would appeal to both children and adults due to its 
placement beneath an ad directly addressing both 
 
44“Advertisement 5,” The Youth’s Companion, Iss. 3570. October 24, 1895. 503. 
Figure 5 “[Shoes and Waterloo]” The Youth’s 







demographics. The presence of children's advertisements is less prominent than some previous 
issues but the layout of the advertisements is an important tell of the changes that are to come. 
Despite being few in numbers, children's advertisements began to arise more and more. The use 
of the collage style advertisement allowed magazines to include more and strategically place 
them so that they may be viewed by the highest number of potential audience members. 
 The new century brought more reading material to the masses as depicted by the 
advertisements in the October 25, 1900 edition of The Youth’s Companion. In this issue, images 
and advertisements of books greet the reader. This issue features many more book 
advertisements than previously seen. Full pages 
of books are seen back to back, using a mix of 
impressive illustrations alongside detailed 
descriptions of the works. At first glance these 
advertisements lack a direct audience but by 
examining the details, the reader may interpret 
these words as for children. The far left of the 
page showcases the book “The Oregon Trail.” 
With no context this work reads as a work for 
adults yet in the brief description given below the 
work, the piece tells the adventurous tale largely 
in graphics.45 The book advertisement located 
directly next to previous showcases the series 
“Henty Library of Adventure” which its 
 
45 “Advertisement 50,” The Youth’s Companion, 74 no. 43. October 25, 1900. 534. 
Figure 6 “[Adventurous Books for Boys]” The 







description begins with “No English writers of stories for boys is more popular than George 
Alfred Henty.”46 The description later reads that the series consists of 24 works of the author 
each containing detailed illustrations. The addition of illustrations and the first line of the 
description shows, that despite the length of the series and content matter, that these books are 
for children. The placement of both of these similar advertisements in close proximity to each 
other is no coincidence. Despite neither title having a strong indication of a targeted audience, a 
closer reading shows the beginnings of works that were created for the older ideal of children. 
These advertisements showcase books for children and adults yet it is important to note the 
definition of “child” at the time means that both of these audiences may have merged at this 
time. With the age range of a child being disputed, many advertisements may be interpreted as 
advertised to both children and adults by the definitions of the time and therefore advertisements 
for children will often be showcased intermingled with those for adults. 
 While offering fewer advertisements, the 1905 edition showcases the rising age of 
children through the ambiguity in the audience of the advertisements. In this issue, the 
advertisements most aimed at children are more adult-like products. The viewer can see clearly 
midway through the magazine that two advertisements whose audience has some ambiguity. The 
first is one for a shoulder straightener, a device that straightens the posture of the upper back so 
that a person may stand taller and more proper. While the product may appear for adults, its 
usage is recommended for young people. It explains the health benefits of the item and states that 
it helps make a person look better or more attractive.  Located right beneath the shoulder 
straightener, the viewer can see an advertisement for a dart board. It depicts a man and woman 
 
46 “Advertisement 50,” The Youth’s Companion, 74 no. 43. October 25, 1900. 534. 
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playing darts while boasting of its safety and fair prices for both 
games.47 While darts may be considered an adult game, it may 
be deemed suitable and safe enough to play at the age of 8 
according to Ignat Games, a present producer of the game.48 
Deeming the ambiguity surrounding a child's age, both of these 
advertisements would be appealing to youth at the time. It is 
also important to note these advertisements fall into the column 
like advertising style as previously mentioned. These fall in the 
third column and are pushed farthest to the right. While in the 
same advertising style as many before, this issue provides more 
examples of the ambiguity of the age of a child during this 
period. 
 The 1907 edition of The Youth’s Companion highlights 
the newfound importance placed on education and reading 
towards the end of the examined period. The issue begins the 
same as previously seen until the reader stumbles onto a page filled paragraph with long short 
stories and poetry. The page displays different forms of literacy than have been seen before. For 
example, the presence of the poem is considerably longer than previously seen. This poem spans 
almost an entire column by itself when previously poetry has only been one or two stanzas long.  
The reader views the exact opposite trend with many of the stories on this page. The magazine 
concludes with a display of the “The Gold Coin Club'' which was a club that subscribers could 
 
47 “Advertisement 10,” The Youth’s Companion, 79 no. 43. October 26, 1905. 522. 
48 “How Soon Can You Teach Your Kid to Play Darts?” Ignat Games, accessed May 3, 2021, 
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Figure 7“[Shoulder Straightener 
and Darts]” The Youth’s Companion 








join for a fee. Members would pay the price of three 
subscriptions upfront in order to be considered for 
membership. This club offered multiple opportunities to a 
variety of audiences but the last section featured one 
opportunity specifically for schools. A few select winners 
would be eligible for monetary sums either gifted to their 
school, teacher, or to the child themselves. Members raised 
funds for these prizes by not only paying their original due 
but by attempting to send the most new subscription in an 
attempt to win a contest. This club instilled the importance 
of education in its viewers as it shows the close ties the 
magazines hold with schools. It is important to note that 
while the advertisement falls towards the back of the paper, 
it is located only a few pages away from “The Children’s 
Page,” putting it in a spot more accessible for children who 
would be most interested in it. 
 “The Children’s Page” of the 1907 issue provides a stark 
contrast in reading level and language development to the 
edition published 15 years prior. This issue relies heavily on 
reading, not only in the short stories but in the games 
utilized at the borders of the page.  The section of games is titled “Nuts To Crack” showcasing 
the difficulty that these games present.49 The games listed include “Significant Subtraction”, an 
 
49 The author would like to note that she was very perplexed by these games as an adult who possesses very 
proficient reading and writing skills. 
Figure 8“[Nuts to Crack]” The Youth’s 








anagram, “Words Contained” and a riddle.50  These games heavily rely on word recognition and 
a profound reading ability. A child must have a strong grasp of the language and be able to think 
creatively enough to discover an answer to these demanding games. Education and schooling 
sharpened these skills and gave children the ability to successfully answer and enjoy these 
games. While advertisements directed at reading have been present in previous issues, this 
children's page showcases the first time where reading is heavily implemented and a strong 
comprehension of the skill is needed. 
 The 1910 edition features a crucial “Children’s Page” in the process of establishing the 
value of reading by showcasing multiple high reading comprehension elements to entertain 
children. The “Children’s Page” of the 1910 focuses heavily on the value of reading, condensing 
all of it to the bottom of the page. An image of four children of varying ages is located at the top, 
pictured bobbing for apples. The theme of the page focuses on fall, featuring short stories and 
poems. The poems are kept short yet vary in style and remain detailed. The style of the page is 
designed with symmetry, with each poem on being the opposite with stories filling the middle. 
At the bottom, another “Nuts To Crack” exercise is found and in similar fashion to others, the 
games rely heavily on knowledge of reading and written language. The “Children’s Page” 
reinforces the idea of childhood innocence by reaffirming the need for children to be educated. 
 One advertisement stands out from the others. A few pages after the “Children’s Page”, 
an advertisement appears in the top left corner of the work. Titled “The Boy Who Leads,” the 
advertisement is for bicycle oil. Despite the adult material that is being advertised, the title lures 
in children. It showcases a group of children in the middle of running, smiling at the reader. The 
children appear well dressed perhaps in a uniform for school.51 The imagery along with the title 
 
50 “Children’s Page,” The Youth’s Companion, 81 no. 43. October 24, 1907. 503. 
51 “Advertisement 12,” The Youth’s Companion, 84 no. 43. October 27, 1910. 603. 
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gives the reader a sense of superiority to use this product and depicts a product mostly used with 
adults as a product that could be beneficial to a child. The advertisement lists multiple uses for 
the product and even offers the subscriber a free 
sample of the product. Its ploys play off the 
naiveté of a child yet it does not read as an 
infantile strategy. The advertisement bases most 
of its ploy in written description which requires an 
educated child to interpret. While manipulative, 
the advertisement highlights the changing age and 
its role in the new consumerist society. 
 An advertisement titled “Airship for Boys” 
creates a lasting effect in that it implies the 
demand for education and the rising age of the 
child. The advertisement only reads a few lines with a slightly bolded title. Its placement appears 
peculiar and different from other advertisements previously viewed as the advertisement is aimed 
directly at children yet is placed in between advertisements for adult matters such as doctors 
visits and plumbing 
appointments.52 The 
placement demonstrates the 
ambiguity of the age of a 
child but forces the age 
deemed a child to be raised 
 
52 “Advertisement 19,” The Youth’s Companion, 84 no. 43. October 27, 1910. 599. 
Figure 9 “[The Boy Who Leads]” The Youth’s 





Figure 10 “[Aircraft for Boys]” The Youth’s Companion 84, no. 43 (October 





as the advertisement is surrounded by more adult material. With no illustrations, it also forces its 
audience to have the ability to read to interpret the advertisement effectively. Compared to the 
beginning of the time period, the age deemed a child has risen considerably and a child is 
presumed to have a solid grasp of reading skills. 
 Each individual advertisement helps the researcher view the trends that come across the 
twenty years. By performing an individual analysis, the advertisements may be more easily 
compared and contrasted across the years. An individual analysis helps to narrow the focus of 
each issue to simply one or two major advertisements and allows the reader to more easily the 
argument without becoming overwhelmed. With direct comparison to a previous edition of the 
magazine, the trends seen throughout this period are made more easily available. 
 
Trends 
 The design layout of the advertisements contributed to the rise of childhood 
consumerism. As the definition of the ages of a childhood transformed between 1890 to 1910 
advertisements shifted to appeal to both children and adults. This can be seen in the placement of 
ads in proximity to each other. This trend arises in the 1900 edition where the reader sees the 
placement of books for children placed in the middle of a group of advertisements for adult 
readers. These books may still capture the attention of a younger audience but would not be 
considered if not placed in close proximity to the children’s works. 
 Advertisements that were presented in the literature that many children encountered 
increased the number of children consumers. With the literacy levels beginning to rise, 
advertisements could rely on both images and words to manipulate its audience into desiring its 
products. The tactic used most frequently is that of the pricing. Often prices were put into a 
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perspective of a cost of one subscription plus x amount. For children who can read but may not 
understand the concept of money, this tactic puts the price of a desired object in comparison with 
an item that a family can already afford. 
 The rise of childhood consumerism can be directly linked to the variety of products made 
available for children's entertainment. Historically, toys dominated the children's entertainment 
market. But, with children that had free time and families that could afford luxuries, the 
unstoppable production line of the factory made it possible for any product of a child's 
imagination to be made. The new technology allowed for more advanced and complex 
entertainment than seen before such as the engines and power behind the model train.53 The 
combination of rampant production rates and a copious amount of buyers presents itself across 
the period in the increase in choice. The first edition viewed lacks a robust selection of 
entertainment for children to choose from. Despite the “Children's Page” and a small 
advertisement detailing an array of book recommendations, little advertising is directed solely to 
children. Gradually, there is a trend towards more advertisements that are aimed more towards 
children. Soon the subscriber notices full pages of books that contain works for both children and 
adults. By pairing these works on the same page, more than one audience can be reached and a 
crossover of audiences may occur; hence, children may view adult literature and take interest in 
it. As reading became a growing frontier for children’s entertainment, the expansion of reading 
advertisements show the role children had in the market at the time. 
 The expansion of reading material was not the singular expansion in products added for 
children. Over the period, a variety of advertisements are seen that appeal to the changing 
definition of the child. The period begins with a higher concentration of toys and more traditional 
 
53 Anika Schleinzer, “Rehearsed Technology: The Definition of Technical Toys in the Early 20th Century,” Icon 20, 
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forms of entertainment defined by twenty first century standards. Over the twenty year period, 
entertainment broadens to meet the demands of the changing age range of the child audience and 
the expanding market. The subscriber can watch across the years as dart boards and board games 
are advertised that more products become available to children. This trend can be most easily 
identified by the variety shown in the 1910 edition. The marketing of oil to use on bikes to 
children shows not only the variety of products pushed to children but the grasp that children had 
on the market. Typical adult products had to adjust their advertisements in order to take 
advantage of the new consumer. The success of a product depended on its ability to reach the 
most consumers which then created a rise in demand for products that could be sold to children. 
The variety of not only books but overall products showcases the development of children 
consumers during this period. 
  Other trends in advertising that can be depicted in advertisements aimed at children can 
be seen in the use of words. The development of children’s advertisements is reflective of the 
education being administered at the time. In the two decades under examination in The Youth’s 
Companion, the advertisements that were to be reached by children became more detailed and 
more word orientated. Advertisements with a stress on reading first appear in the 1892 edition 
which features a small advertisement that gives a list of children's book recommendations. 
Earlier the reader may spy three pages full of books but these pages are presented to a different 
audience. The main difference in these advertisements is focus and methodology. In the 
children's advertisement, it simply lists the titles of the works being recommended to the children 
using the illustration to lure in its young audience. The advertisement still encourages reading 
but does not require its audience to understand more than simply the title of the work. While the 
adults' advertisements utilize imagery, the heavy presence of illustrations is undeniably the focus 
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of the page. While, of course, the reading levels of adults and children would vary and would 
require use of different language, the advertisements display a distinct difference in what 
education levels were expected of children. 
 Eight years later, a different trend is seen. In the 1900 issue, an evident change appeared 
in the style of the advertisement. The full page layout has been adapted in order to showcase to 
children. While this advertisement still showcases some works that may be deemed for more 
mature audiences, it includes works of Charles Dickens alongside “The Student Dictionary.” 
This advertisement is visually appealing yet is equally met with text descriptions of the works. It 
relies on a balance of an attractive visual front to lure in interested viewers then follows up with 
a detailed briefing of the text to supplement the image. This advertisement shows the growing 
rate of education and therefore the increase in the ideology of childhood innocence. If children 
need to remain entertained with reading, it demonstrates they have free time and are educated, 
both factors implying that children are kept out of the workforce. 
 This change can be observed in later issues in various measures. Advertisements 
portrayed begin to focus heavily on word usage, some failing to even provide an image for their 
child audience. In the 1910 issues, the example of the “Airship for Boys” advertisement is that, 
despite its alluring title, the advertisement is simply written language. There is no ambiguity 
present in the audience of this advertisement yet it fails to contain many of the more traditional 
elements of a child’s advertisement such as illustrations or a more attention grabbing headline. 
This showcases the desire by the public for children to harness the elaborate skill of reading for 
without it, this advertisement would have been unsuccessful. This advertisement relies solely on 
that its target audience has the skill to read effectively, demonstrating the change in education 
and literacy rates over the period examined. 
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It is also important to 
note the development of the 
“Children’s Page” taken place 
over the period examined. As 
mentioned, the 1890 edition of 
The Youth’s Companion 
features a “Children’s Page” 
filled with games, short stories 
and an overly large comic 
placed in the center. The games 
are simple and the stories span 
less than a column.54  The page 
is clearly marketed towards a 
more infantile human. Less than 
20 years later in 1907, the 
design of the “Children's Page” 
had drastically changed. An 
illustration of a clock tower and 
two children fills the center of 
the page. A single short story 
fills the empty space around the 
“Clock Tower” poem. Games 
 
54 “Children’s Page,” The Youth’s Companion, 63 no. 43. October 23, 1890. 547. 
Figure 11“[Full Children’s Page of 1890]” The Youth’s Companion 63, 





line the right edge of the page.55 
A single page depicted in each 
issue targets children 
specifically and, while not an 
advertisement, are necessary 
components to analyze in order 
to better understand the 
ideologies of the time. 
While the description of 
each strongly resembles each 
other's children's page, key 
differences make an impactful 
change that emphasizes the shift 
in society. A focus can be more 
clearly seen and defined in the 
second advertisement. Instead 
of having three very short 
stories, the page forces its 
audience to focus on one longer 
short story. This implies an older audience than previously as it requires skills such as short-term 
memory, patience, and concentration. A young child with a short attention span would be unable 
to focus on this page versus an older child who has mastered more of these life skills. The games 
 
55 “Children’s Page,” The Youth’s Companion, 81 no. 43. October 24, 1907. 503. 
Figure 12 “[Children’s Page of 1907]” The Youth’s Companion 81, no. 43 





present in this issue also have a different focus than previously seen. The games present are word 
games such as anagrams and “fill in the blank” with creative uses. These games and the longer 
story promote the ideal that children should be receiving access to education. In order for 
children to accurately and joyfully complete these games, a child must have a necessary grasp on 
reading only fulfilled by a formal education. Mandated education kept children out of trouble as 
it was perceived children would turn to organized crime if left to their own devices.56 Yet 
simultaneously broadened the definition of a child. This difference in reading complexity also 
highlights the slowly changing definition of who was considered a child. The increased 
complexity of the reading demonstrates an increase in age and shows the definition of a child 
becoming broader. This in turn shows that childhood is an item of value.  This promotion of 
education and the changing ideal of the age of a child help support the emergence of the ideology 
of childhood innocence. 
Across the two decade long period, a clear change in the age deemed a child occurred. 
The period began with a very infantile definition of a child. In the 1890 edition, a child is viewed 
as being unable to interpret simple written language. The imagery in the top corner of the 
“Children’s Page” showcases the image of two children reading yet it implies the older is reading 
to the presumed “child.” Both children presented appear to be no more than five years of age, 
demonstrating a very narrow range of ages perceived to be children. Depicting both readers at a 
very young age demonstrates the level at which the reading is to be interpreted at. As the reading 
increases in difficulty, the age at which it must be interpreted increases as well. The increase in 
difficulty in reading highlights an increase in the age which is perceived to be a child. An 
increase in products with a more ambiguous audience begins to present itself, showing not only 
 
56  Boone, “Labor law highlights” 2. 
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the rise in consumerism but an equivalent rise in age. An infantile child would not need to use 
bicycle oil as depicted in the ad in 1910 yet this advertisement is clearly directed at children. 
A gradual expansion of this range presents itself to the audience of the magazine. A 
general trend towards reading occurs as previously mentioned yet many of the elements to be 
read require a complex understanding of the language to accurately be interpreted. This can most 
easily be viewed in the section of the “Children’s Page” titled “Nuts to Crack.” This section 
appears in later editions of the works and replaces a section typically filled with short games to 
entertain children. The first games are visually enticing, displaying octagons with the intent to 
draw lines and create images while the latter contains difficult to interpret word problems and 
test the reader's creative skill. These glaring differences showcase the understanding that 
currently defined children should possess. A child with a rudimentary grasp on language itself 
would be unsuccessful in completing the word game but could easily comprehend a visual task 
as seen in the first edition. While these skills might even be too advanced by modern standards, 
the development of the games featured on the “Children's Page'' showcase the trend of a raise in 
the age of a child defined at the time. 
The final year of the period demonstrates a perception of childhood more closely related 
to the definition used in the present. The objects advertised to children presented in this issue 
appear to be more adult items including oil used on bikes. Yet these advertisements use language 
and illustrations that showcase they are for a much younger audience than one would expect 
based solely off the advertisement. By using the phrasing “The Boy Who Leads” and an 
illustration of adolescent children running, it forces the audience to interpret the adult product in 
the realm of a child. This forces the audience to examine a child much older than previously 
acknowledged, closer to that of a teenager or young adult. As the defined age of a child rises, it 
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demonstrates a desire in society to hold onto the ideal of childhood. The preservation of 
childhood became reinforced through the passage of child labor laws and the need for children to 
remain occupied. Direct consequences of pressure to remove children from the workforce were 
the idealization of education and a rise in childhood consumerism. As the role of the child in the 
market grew, the more companies wanted to appeal to this market, adding more products 
advertised to children of more ages. As more products were introduced to the market, many were 
imitations of adult life, in that childhood was still preserved yet valuable skills were still learned 
without the need for a presence in the workforce. This variety in products demonstrates the vast 
range of ages considered a child. Along with external contributors such as labor laws and 
mandated education, the raise in age perceived across the advertisements demonstrates the ideal 
of childhood and creates a sense that children should remain innocent and protected from the 
troubles of the real world. 
 
Conclusion  
By studying the advertisements of the time period, many conclusions can be drawn in 
terms of the ideologies surrounding childhood. Through the fears and dangers of the workplace 
presented at the turn of the century, children gained the attribute of innocence. With innocence 
came free time that needed to be filled heavily with activities. The conditions brought on by the 
surplus of labor found in the post industrial world allowed for the model of the child to change, 
including those previously contained to adolescents as children as well. The family magazine 




The creation of mandatory education helped led to the formation of childhood innocence 
as exemplified in the push for reading seen in the advertisements. Mandatory education led to the 
push for children to be kept out of the workforce which in turn provided children a safe space 
away from adult life. The implementation of reading within schools helps to develop a new sense 
of the abilities of a child, redefining the expectations of what a child was supposed to understand. 
An increased level of education showcased the value of learning and the desire to possess an 
altered set of skills than those learned in the workplace. 
The desire to appeal to the newest audience on the market led to the variation of products 
advertised to children, perpetuating the idea that children were consumers. With the addition of 
the concept of allowance, children had the ability to make decisions on how they would spend 
their money, making them the most gullible targets to advertisers. With very little sense of the 
value of the money they possessed and with the age of a child rising, products began to vary in 
purpose and use for children. Forms of entertainment expanded and grew for children, not only 
in options within a form like a variety of books but in vastness in product range such as the 
bicycle oil. 
The role of children's advertisements helped to influence the public into the magazine's 
definition of childhood. This definition of childhood showcases the ambiguity of the role of 
children in society. The definition becomes more fluid across the twenty year period, expanding 
the definition to include children understanding and comprehending complex, creative games. 
The more difficult the presented reading is, the older the perceived child is supposed to be. The 
increase in difficulty over the course over the examined period shows the rise in the age of a 
child and therefore shows that childhood is an item to be preserved and held onto. The 
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preservation of childhood leads to the belief that childhood is a separate entity than adult and 
those in childhood should remain innocent and protected from the horrors of the adult world. 
Children’s advertisements in The Youth’s Companion perpetuated the idea of childhood 
innocence and helped to formulate the role of children as consumers. Children's advertisements 
heavily advanced the perception of childhood innocence and the role of children as consumers. 
While multiple factors went into the formation of these ideologies, the role of advertisements 
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